FIGURE 1 Rather than using glamorous models or glittering imagery, Burt' s Bees has traditionally chosen a more natural, rustic and earthy look for their packaging, thereby reinforcing the company's associations with 'earth-friendly' practices. (Used by permission.) logging and wood-products manufacturing have been disappearing from here for decades, and many residents struggle daily to make ends meet. Yet surely this is not true for everyone in northern Maine. And surely it is not true for many of the tourists who visit the Maine Woods to hike, fish, hunt, snowmobile and cross-country ski. Indeed, specialty stores and gift shops in area towns often carry higher-priced items aimed at the tourist market, so why not Burt's Bees? What is more, Burt's Bees got its homespun start in a backwoods cabin not far from the same towns whose merchants fail to carry its products today. Although the company has since moved its headquarters out of Maine, some might think its local ties would earn it a place on local shelves. But Burt' s Bees and the proposed MWNP as a means for thinking critically about the consequences that can flow from even the most well-intended consumer choices. By marketing itself as an 'environmentally friendly' company, Burt's Bees has long positioned its products as 'green consumer' goods; even under new ownership they remain committed to using 'earth-friendly' packaging and ingredients, and they encourage consumers to view their purchases as being environmentally responsible. But by formerly investing company profits in land and by declaring her support for the MWNP, Roxanne Quimby took green consumerism to another level -one where consumer choices and the profits they created were now connected to a politics of identity and landscape control in a place not immediately associated with the production and consumption of the company's products themselves. Whether consumers were always aware of it or not, their decision to buy Burt' s Bees in the early 2000s had consequences for more than ingredients and packaging alone. I point to these consequences not to condemn green consumerism as a misguided act or Burt's Bees as a misguided company; indeed, I count myself among those who believe that green consumerism is an important and necessary social practice with the power to benefit nature and society alike. What I would like to suggest, however, is that this 'benefit' to which I and others ascribe is a socially contingent phenomenon -one with material and symbolic consequences that can extend into unexpected and ambiguous terrain. When we shop to save, that is, we can never be quite certain of what it is that we are saving.
I begin the paper by exploring green consumerism's impacts on identity formation, its associations with a given product's commodity chain and its potential to transcend the places most immediately associated with that chain. Next, I explore the MWNP proposal and Burt's Bees former associations with it. I then identify three topics of debate articulated among park supporters and park opponents, each of which highlights green consumerism's role in shaping how people talk about and make sense of landscape and identity in northern Maine. As we shall see, land sales made possible by the sale of Burt groups over others. As with any landscape, then, the central question facing northern Maine is not merely how the regional landscape will be structured and managed, but whose values and whose power will it serve. Roxanne Quimby's decision to reinvest profits from her company in land in northern Maine implicated the act and ethic of green consumerism in questions such as these. Quimby's involvement and her associations with green consumerism came to be seen by some as an imposition of new cultural values associated with environmental activism and with people from outside the region. In this way, green consumerism became tied to ongoing struggles to define both the meaning and management strategy of the region's forested landscape.
For many who support the MWNP, the Maine Woods is a nationally significant natural landscape -one which should be protected at the federal level by the NPS for the benefit of visitors from throughout the world. Some area residents, however, view this as a justification for a power grab by outside interests intent on rescripting the region's future according to No one should think that Roxanne Quimby and her cohorts are simply buying an unusually large amount of land in Maine -this is much more than an issue of who owns some of the land or whether it will be 'preserved.' It is also much more than preservationism harning the local economy and locking up some land against traditional uses such as hunting, logging, ATVs and snowmobiles, although that is part of the environmentalists' national agenda.
Environmentalism is an ideological political movement driven by enormous funding. They are after nothing less than a cultural and political power grab for sweeping control across rural Maine. They must eliminate private property and the private economy if they are to attain their goals for 'biodiversity-based' economics and massive wildemess restrictions to destroy civilized life and 'restore' the 'primeval' across tens of millions of acres. 52 Whether the 'enormous funding' that this critic fears was generated through public money Wilk' s 'common good' into account as they walk the aisles in local stores. When shoppers buy green products, they express a desire to intervene in a positive way in the pathways of production and consumption associated with the lifecycle of a given product.
As the story of the Maine Woods suggests, however, it is not so easy to define the starting and ending point of that lifecycle, nor is it right to assume that the consequences of our green-consumer choices are limited to places tied directly to a particular product. Just as consumers can never understand fully the complexity of a given commodity chain, so too can we never control the pathways our dollars take once they are spent. Shopping for products made with earth-friendly ingredients or recycled components is no exception, for as with any consumer practice, shopping to save is never an entirely innocent act. The money we spend when we buy green products does not have to flow back into the lifecycle of a particular product. Rather, it can flow outward towards any number of places and political causes, expanding green consumerism's effects into what may be unexpected or even ambiguous terrain.
